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Abstract 
Purpose of the study: Increases in global travel have led to the internationalization of the hospitality industry. Though a 
number of applications of social media have been examined in the hospitality industry, few of them integrate key 
dimensions of fan pages into a measurement model in the same time, including interactivity (INT), engagement (ENG), 
trust (TRT), friendship (FRP), word-of-mouth (WOM) and purchase intention (PI). 
Methodology: Based on 408 valid fans from Facebook fan pages of 24 International hotels in Taiwan, the empirical 
results show that ENG, FRP, TRT, and WOM all act as partial mediators in their impact on post-purchase behaviors. 
Based on Taiwanese International hotels, this study attempts to explore why these owners want more than just a friend.  
Main findings: The empirical results show that ENG, FRP, TRT, and WOM all act as partial mediators in their impact 
on post-purchase behaviors. The study demonstrates the mechanisms behind utilizing social media to build solid long 
term potentially profitable relationships with hotel clientele. 
Originality/value: We propose and empirically investigate an integrated theoretical framework to more fully capture 
and describe the consumer’s behavior in the brand community. Our model of the social media process is informed by an 
“S-O-R” view from consumer behavior, where INT and ENG help create the situation which acts as a stimulus for FRP 
and TRT which in turn influence BL, WOM, and further PIs. Here, we see the pull force (website INT) as an influence 
on the brand-consumer relationship (i.e., FRP) through a push force (fan’s ENG). Together and along with the brand 
content they combine to create the consumer stimulus.  
Keywords: Social Media, Taiwan Hotels, Hospitality Industry, Brand Loyalty, Purchase Intentions.  
INTRODUCTION 
The internet offers unlimited capabilities and possibilities. It allows people to accomplish more than ever before and in 
less time. Managers of companies today need to strengthen the linkage they have with their consumers so as to chase the 
huge commercial opportunities following the consecutive stages of their friends, their fans, and their followers. In the 
context of social marketing (e.g., Facebook), Jahn and Kunz (2012, p.345) argue that social media offer users a variety 
of online services to communicate with others which results in a completely new communication style. The reason why 
the Internet is more powerful than traditional media is because the former can do far more interactive activities than the 
latter (Kim, Spielmann, & McMillan, 2012; Stewart & Pavlou, 2002). Facebook was originally designed for empowering 
people to communicate and interact with friends, but people now increasingly use it to acquire the latest information 
about brands, consume their services and products, and engage with brands (Verhoef & Lemon, 2013). In short, 
Facebook is a mine of consumer information and a revolutionary means of spreading information (Hsu, 2012). 
One of the main marketing advantages of Facebook is the possibility to create fan pages that new users can join and 
become fans of. Over time, these fan pages became popular among fans of the companies (Trusov, Bucklin, & Pauwels, 
2009). To some degree, fan pages can be seen as an extension of the consumer-brand relationship by transferring 
traditional physical distribution to virtual distribution. In the context of social media, friendship can be seen as a means 
of building a long-term relationship between buyers and sellers (Chung, Liao, & Chang, 2018b). Practically speaking, 
nobody wants a long-term relationship with a partner that cannot be trusted (Damtew & Pagidimarri, 2013). On the other 
hand, the relationship between brand and consumer can be regarded as a people-to-people relationship. Once a consumer 
can make friends with others in this community, they will become more honest, loyal, and trusting of each other (Bell, 
1981; Rawlins, 1992). 
With increased national incomes, the rise of leisure ideology, and the popularization of the global village, 
foreign/domestic tourism has become a part of people’s lives (Chang & Katrichis, 2016, p. 791). Hospitality as a 
subsection of tourism is a fundamental part of the domestic and inbound leisure market (Benea, 2014). Those 
experienced people influenced by the Internet (e.g., advertisement), make it more critical to the hotel sector to manage 
the relationship with them and make them truly satisfied (Padilla-Meléndez & Garrido-Moreno, 2014, p. 1; Sigala, 2005, 
p. 391-392). A number of applications of social media have been examined in the hospitality industry, for example, 
engagement (ENG) (e.g., Hashim & Fadhil, 2017), online travel agency (e.g., Stangl, Inversini, & Schegg, 2016), 
recruitment (e.g., Ladkin & Buhalis, 2016), customer relationship management (e.g., Rosman & Stuhura, 2013), 
continuance usage information sharing (e.g., Hur, Kim, Karatepe, & Lee, 2017), knowledge management (e.g., Sigala & 
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Chalkiti, 2015), marketing positioning and effectiveness (e.g., Neirotti, Raguseo, & Paolucci, 2016) and 
assessment/performance (e.g., Kim, Lim, Baek, & Kim, 2015b). 
The increase in the global travel market and environmental trends has led to the internationalization of the hospitality 
industry (Sufi, 2008). According to the annual operation report released by the Tourism Bureau, Taiwan in 2015, there 
are 71 International hotels in Taiwan, which collectively generate 49.66 billion dollars in yearly operating revenue. Most 
importantly, the hospitality industry is more customer-oriented (Aswani & Gugloth, 2017). Since social media is so 
available to anyone with an internet connection, it should be a platform that can be recommended to the hospitality 
industry to increase their brand awareness and facilitate direct feedback from their customers (Lim, 2010). Facebook fan 
pages are widely used by many industries to communicate with their customers, such as airline, fashion, tea/alcoholic 
drinks, consumer electronics and restaurant and hotels, public sectors and nonprofit organizations, etc. However, recent 
studies rarely focus on the relationships among the many dimensions of fan pages including interactivity (INT), 
engagement (ENG), trust (TRT), friendship (FRP), and a number of post-purchase behaviors.  
Based on Taiwanese International hotels, therefore, this study attempts to explore why these owners want more than just 
a friend. We propose and empirically investigate an integrated theoretical framework to more fully capture and describe 
the consumer’s behavior in the brand community. One contribution of this study is the application of the concept of “S-
O-R”1 into this model. Belk (1975) proposed that situational influences have a sizeable impact on consumer behavior. 
Our conceptual model views the pull force (i.e., website INT) as an influence on the brand-consumer relationship (i.e., 
FRP) through a push force (i.e., fan’s ENG). Together and along with the brand content they combine to create the 
consumer stimulus. Second, research on FRP related to social media/brand community has been rarely discussed. The 
second contribution of this study is to empirically explore the importance of FRP between pull/push driven forces from a 
virtual community and an individual’s resulting perception, such as TRT. Of course, we will also examine the 
relationships among brand loyalty (BL), word-of-mouth (WOM), and purchase intention (PI). We discuss the results of 
our empirical examination, provide managerial implications, and make suggestions for further study.  
LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 
Interactivity (INT) 
INT can play an essential role in web-based and network-oriented environments (Song & Zinkhan, 2008). Blattberg and 
Deighton (1991)) defined INT as the facility for a person and an organization to communicate directly with each other 
regardless of distance or time. Steuer (1992, p. 84) suggested that INT is “the extent to which users can participate in 
modifying the format and content of a mediated environment in real-time.INT in online brand communities can improve 
the quality of communication (Lowry, Romano, Jenkins, & Guthrie, 2009). Basically, INT refers to a multi-dimensional 
construct. For example, some scholars propose that INT is composed of two subscale - machine interaction and 
interpersonal interaction (e.g., Hoffman & Novak, 1996), the sense of system efficacy and perceived interactivity (e.g., 
Newhagen, Cordes, & Levy, 1995) and interpersonal INT and machine INT. (e.g., Keng & Ting, 2009; Severin & 
Tankard, 2000), internal-based efficacy, and externally based system efficacy (e.g., Wu, 1999). Others hold different 
points of view, for example, Heeter (1989) conceptualizes INT as a six-dimensional construct and Wu (2000) proposes 
INT composed of three dimensions. Here we take a moderate view consistent with Song and Zinkhan (2008) and 
conceptualize INT as a three-dimension construct composed of communication (COMM), control (CONT), and 
responsiveness (RESP). 
Engagement (ENG) 
The concept of ENG has been previously examined in a variety of academic disciplines including social psychology, 
political science, educational psychology, and organizational behavior (Hollebeek, 2010). Brand communities entail a 
higher level of customer ENG with brands; customers are connected parties who collaborate to add value to the brand 
experience (Brodie, Hollebeek, Juric, & Ilic, 2011; Hollebeek, 2011). At present, the terms “ENG”, “involvement” and 
“participation” share some similarities (e.g., Calder & Malthouse, 2008; Mollen & Wilson, 2010; INVOLVE 2012). 
Brodie et al. (2011) refer to ENG as a highly context-dependent psychological state, characterized by a specific intensity 
level that plays a central role in the process of relational exchange. Our view is consistent with that used in the context of 
fan pages, where Jahn and Kunz (2012) argue that ENG is referred to as interactive and integrative participation in the 
fan-page community. This would be distinguished from solely the usage intensity of a member. In the service research 
community, other scholars regard ENG as a consumer’s involvement (Brodie et al., 2011; Van Doorn et al., 2010). 
Friendship (FRP) 
DiMaggio and Louch (1998) argue that FRP has often existed between consumers and firm representatives before a 
single transaction ever happens. Online FRP refers to the existence of FRP between online users. FRP is a bilateral 
exchange (Patterson, Bettini, & Nussbaum, 1993). In other words, FRP can be confirmed when individuals accept others 
as friends and perceive that others accept them as friends. In the context of social media, FRP is an interpersonal concept 
having extended to the consumer-brand relationship sometimes over the decades (Su, Mariadoss, & Reynold, 2015, p. 
                                                            
1The concept of “stimulus-organism-response” (S-O-R) is developed by Belk (1975) 
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78). As to the dimensions of FRP, Price, and Arnould (1999) and Su et al. (2015) suggest that FRP is composed of self-
disclosure and reciprocity. This is consistent with our approach. Basow (1992) refers to FRP as a relationship and 
attitude with intimacy and care, including mutual TRT, reciprocity, loyalty, and inclusion. Recently, some authors refer 
to FRP as a single-dimensional variable, intimacy (e.g., Butcher, Sparks, & O’Callaghan, 2001; Han, Kwortnik, & 
Wang, 2008). 
Trust (TRT) 
TRT is an important factor in many interactions involving uncertainty and dependency. The degree of uncertainty, 
dependency, and risk is higher in the online world than the offline world (Du Preez, 2009). TRT has been defined as the 
willingness to rely on an exchange partner in whom one has confidence (Morgan & Hunt, 2004; Afsar, Ur Rehman, 
Qureshi, & Shahjehan, 2010). As to the dimensions, confidence and reliability were shown as essential antecedents of 
TRT (Matos & Rossi, 2008). TRT could be divided into cognitive and affective components (e.g., McAllister, 1995; 
Riegelsberger, Sasse, & McCarthy, 2003; Chhetri, 2014), or reliability and intentionality (e.g., Delgado, Munuera, & 
Yague, 2003). Some authors claim that TRT is composed of benevolence and credibility (Ganesan, 1994; Doney & 
Cannon, 1997; Ganguly, Dash, Cyr, & Head, 2010) or credibility, integrity, and benevolence (e.g., Le Roux, Chandon, & 
Strazzieri, 1997). On the contrary, Selnes (1998) argues that TRT can be seen as a one-dimensional construct and 
directly accessible to respondents. 
Brand loyalty (BL) 
Loyalty is the indicator of the success of marketing performance (Afif, Sutiksno, Hardiyanto, & Shiratina, 2015). Jacoby 
and Olson (1978)) define BL as a nonrandom behavioral reaction and a long-standing buying behavior. A high level of 
BL could lower many aspects of cost spent by the organization (Hanzaee & Andervazh, 2012). As to the dimensions, 
most scholars claim that BL is a bi-dimensional construct composed of the attitudinal and the behavioral (e.g., Jacoby & 
Chestnut, 1978; Dick & Basu, 1994; Donio, Massari, & Passiante, 2006; Worthington, Russell-Bennett, & Hartel, 2009), 
whereas Jahn and Kunz (2012) identify BL into brand commitment, WOM and repurchase intention. 
Purchase intention (PI) 
PI can be explained as the likelihood of the consumer to intend to purchase the product (Dodd & Supa, 2011). PI has 
been broadly used as a focal construct to indicate consumers’ buying behavior in market research (Yang & Mao, 2014). 
PI is the preference of consumers to buy the product or service. In another word, PI has another aspect that the consumer 
will purchase a product after evaluation (Younus, Rasheed, & Zia, 2015). Bagozzi and Burnkrant (1979)) defined PI as a 
personal behavioral tendency to a particular product, while PI is also defined as the possibility the consumer will 
purchase the products (Danieli, 2016). Shen, Chi, and Chen (2007)) suggested that PI could be measured by the intention 
to purchase the products advertised or consumption in the stores and even the efforts to search for the products.  
Word-of-mouth (WOM) 
WOM is defined as any positive or negative statement made by customers' experiences about a product or company, 
which is made available to a mass of people and institutions using the Internet (Hennig-Thurau, Gwinner, Walsh, & 
Gremler, 2004). According to Harrison-Walker (2001), when products or services are difficult to evaluate, customers 
prefer to adopt e-WOM as the standard experience. In marketing literature, researchers have reported that WOM plays 
an important role in the product choice process and in the selection of service providers (Gilly, Graham, Wolfinbarger, & 
Yale, 1998). Jason, Georgiana, and Dongwoo (2010)) refer to WOM as the consumers' interpersonal communication 
about their personal assessments and experiences regarding encountering a company or product.  
Hypotheses development 
INT, ENG, and FRP: Brodie et al. (2011) argued that ENG was the relationship and the process characterizing dynamic 
interaction and was resulted from INT. In the context of online brand communities, feelings of warmth and closeness 
with other members motivate more frequent interaction and communication (Zhao, Sullivan, & Mellenius, 2014), which 
facilitate the formation of embedded relationships, such as FRPs among members (Grayson, 2007; Montgomery, 1998). 
Therefore, we propose some hypotheses as follows: 
H1: INT would have a positive impact on FRP. 
H2: INT would have a positive impact on ENG. 
H3: ENG would have a positive impact on FRP. 
FRP, TRT, and BL: TRT is an important item that helps customers become loyal to the brand (Ahmed, Rizwan, Ahmad, 
& Haq, 2014). In the context of Starbucks in Taiwan, Chung et al. (2018b) reveal that both FRP and TRT can influence 
BL, while FRP would also influence TRT. Many studies have strongly supported that TRT could be a predictor of BL 
(e.g., Avramakis, 2011; Chinomona, 2011; Afif et al., 2015; Zhou et al., 2012). Therefore, this study proposes. 
H4: FRP would have a positive impact on BL. 
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H5: FRP would have a positive impact on TRT. 
H6: TRT would have a positive impact on BL.  
ENG and TRT: Nadeem et al. (2015) argue Facebook is a trustworthy platform for shopping, but it still needs help from 
the various websites of e-tailers to attract more engagement from consumers (Nadeem, 2016, p.71). There is empirical 
evidence among the extant literature that has shown that TRT will directly influence ENG (e.g., Lin, 2010; Hough, 
Green, & Plumlee, 2016) whereas few scholars (e.g., Brehm & Rahn, 1997; West & Dawson, 2012) have claimed that 
ENG would significantly influence TRT. Here we propose. 
H7: ENG would have a positive impact on TRT. 
BL, WOM, and PI: Early studies on WOM have shown that it has an important impact on customer decisions (Allsop et 
al., 2007) and helps them to present a good post-purchase awareness. In the study of Facebook fan pages, Chen, Yang, 
Chang, and Lee (2017) suggest that positive WOM exerts a positive influence on BL. Habib and Aslam (2014) and 
Malik, Ghafor, and Iqbal (2013) both argued that BL might significantly impact PI. Many scholars have supported that 
WOM would have an influence on PI (e.g., Basri, Ahmad, Anuar, & Ismail, 2015; East, Romaniuk, & Chawdhary, 
2017). However, few studies hold the opposite point of view: PI can predict WOM (e.g., Yasin & Shamim, 2013; 
Alshevskaya, 2016). Therefore, this study proposes. 
H8: BL would have a positive impact on PI. 
H9: BL would have a positive impact on WOM. 
H10: WOM would have a positive impact on PI. 
RESEARCH METHOD 
Research framework 
This study aims to explore the relationships among INT, ENG, TRT, FRP, and post-purchase behaviors (i.e., BL, WOM, 
and PI). The research framework is shown in Figure 1. 
Interactivity
(INT)
Engagement
(ENG)
Friendship
(FRP)
Bland loyalty
(BL)
Trust
(TRT)
Word-of-
mouth
(WOM)
Purchase 
intention
(PI)
On-line behavior stage Internalizing behavior stage Post-purchase behavior  stage
H1
H2 H3
H4 H8
H10
H9
H5 H6
H7
Stimulus stage (S) Organism stage (O) Response stage (R)
 
Figure 1: Research Framework 
Measurement of variables 
A 7-point Likert scale (1= strongly disagree, 7=strongly agree) was used to measure all constructs. The measures of INT 
are modified from Liu and Shrum (2002), McMillan and Hwang (2002), and Song and Zinkhan (2008). INT is a three-
dimension construct with 12 items, including COMM, CONT, and RESP. The measurement of ENG is modified from 
Jahn and Kunz (2012) and Van Doorn et al. (2010). The construct of ENG is a 4-item construct. The scale of FRP was 
adopted from Price and Arnould (1999) and friendship here was a single-dimension construct with 7 items. The 
measurement of TRT is modified from Nadeem et al. (2015). It is a 6-item construct. The measurement of BL is 
modified from Anderson, Knight, Pookulangara, and Josiam (2014) and Sirohi, McLaughlin, and Wittink(1998). The 
construct of BL is a single construct with 4 items. The measurement of PI is modified from Johnson, Herrmann, and 
Huber (2006), MacKenzie, Lutz, and Belch (1986), Schiffman and Kanuk (2000). The construct of PI is a single 
construct with 5 items. The measurement of WOM is modified by Chen et al. (2014) and Johnson et al. (2006). The 
construct of WOM is a single construct with 4 items. 
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Data collection and sampling 
In the pre-test stage, we choose those who have visited domestic 3-5-star International hotels in Taiwan during the past 6 
months. Then, we randomly sent questionnaires to 40 respondents. Thirty-two valid samples were returned after deleting 
3 for incompleteness. To maintain the integrity of the theoretical model, all items from the questionnaire are retained for 
the formal-test stage. In the formal-test stage, all questionnaires were respectively sent to 24 Taiwanese International 
hotels2, who collectively report more than 12,000 Facebook fans. After a few weeks, 429 questionnaires were collected. 
After excluding 21 invalid questionnaires, a total of 408 were retained for analysis. 
RESULTS AND ANALYSES 
Sample Description 
Based on 408 valid responses, the analysis of demographic variables showed that (1) gender- the ration of male/female is 
40.2%: 59.8%; (2) Age- about 72% of the total was no more than 35 years old and 20.8% ranged from 36 years old to 51 
years old; (3) educational background- about 60.5% of the respondents have their university/college degree; As to the 
sample-mean analysis, we found that ENG (3.628) was the smallest value among these variables and FRP (3.954) was 
the second, whereas WOM was the greatest (4.450). There is still considerable room for these managers of international 
hotels to keep their users staying at the Facebook fan pages. The overall friendship between buyers and sellers seems not 
so good so far. As to the dimensions of INT, the mean of RESP (4.251) is the smallest, meaning that consumers/users are 
dissatisfied with the responsiveness from the Facebook fan pages of these international hotels. It reminds these managers 
of the importance of real-time responses to users’ requests. 
Reliability and validity 
The Confirmatory factor analysis (CFA) primarily explores the fit between a variable’s factor and its measurement items 
in this questionnaire. The initial model for this study was modified for the purpose of an incomplete model fit by 
considering the modification indices. After the CFA stage, the values of model fit are GFI= .94; CFI= .99; NNFI= .99; 
SRMR= .028; RMSEA= .046; Normed Chi-square= 1.88, respectively. It means our measurement model is acceptable. 
From Table 1, the Cronbach’s α value of all these constructs/dimensions ranged from .779 to .923. This study further 
verified the convergent validity of our constructs to ensure construct validity. In addition, all the t-values for each 
construct are significant (t-value ranged from 16.91 to 24.3), which indicates that the convergent validity of this model is 
acceptable. As to correlation analysis, we found that all the correlations between factors are significant (See Table 2).  
Table 1: Reliability analysis 
Variables Dimensions items Cronbach’s  
INT 
COMM 2 .779 (dimension) 
.899 
(construct) 
CONT 2 .779 (dimension) 
RESP 2 .853 (dimension) 
ENG -- 3 .923 (construct) 
TRT -- 2 .821 (construct) 
BL -- 2 .862 (construct) 
PI -- 3 .907 (construct) 
WOM -- 2 .850 (construct) 
FRP -- 3 .896 (construct) 
Table 2: Correlation analysis 
 Mean Standard 
deviation 
(1) (2) (3) (4) (5) (6) (7) 
INT (1) 4.367 1.169 1       
ENG (2) 3.582 1.666 .641** 1      
TRT (3) 4.173 1.379 .647** .532** 1     
BL (4) 4.474 1.422 .540** .446** .589** 1    
PI (5) 4.332 1.452 .510** .454** .627** .723** 1   
WOM (6) 4.478 1.419 .545** .460** .675** .654** .755** 1  
FRP (7) 3.954 1.492 .472** .594** .567** .427** .460** .527** 1 
Model analysis 
From Figure 2, we found that only FRP->BL (β42= .04, t-value= .71, P>.025) was not significant, while the others were 
significantly supported, including INT->ENG (γ11= .72, t-value= 13.96, P<.001), INT->FRP (γ21= .15, t-value= 2.17, 
P<.025), ENG->FRP (β21= .53, t-value= 7.46, P<.001), ENG->TRT (β31= .39, t-value= 6.36, P<.001), FRP->TRT (β32= 
                                                            
2The 24 International hotels are composed of 15 five-stars, 5 four-stars and 4 three-stars 
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.40, t-value= 6.58, P<.001), TRT->BL (β43= .75, t-value= 10.03, P<.001), BL->PI (β64= .49, t-value= 6.15, P<.001), BL-
>WOM (β54= .84, t-value= 15.76, P<.001) and WOM->PI (β65= .45, t-value= 5.57, P<.001). 
Interactivity
(INT)
Trust
(TRT)
Γ11=.72***
Γ21=.15*
Engagement
(ENG)
Brand loyalty
(BL)
Purchase 
intention
(PI)
Word-of-
mouth
(WOM)
β32=.40*** β64=.49***
β54=.84***
β65=.45***
Chi-square= 428.1, df=125, P-value=0.00000, RMSEA=0.077
Friendship
(FRP)
β21=.53***
β31=.39***
β42=.04
β43=.75***
 
*** p<.001, *p<.025 
Figure 2: Path analysis 
DISCUSSIONS, MANAGERIAL IMPLICATIONS 
Discussions 
The empirical findings show that INT may positively influence FRP (i.e., H1 is supported), meaning that the higher level 
of INT the fans perceived on the fan page, the deeper the FRP (i.e., brand-customer relationship). Next, INT may 
positively influence ENG (i.e., H2 is supported). This would indicate that the higher the level of INT on the fan page, the 
more likely fans would be eager to participate in events or activities here. This finding is consistent with Brodie et al. 
(2011) and Hollebeek (2011). Additionally, ENG may also positively impact FRP (i.e., H3 is supported). It shows that 
the higher level of ENG the fans experience, the closer FRP between customers and brand will get.  
Most importantly, FRP is not as expected to have a positive impact on BL (i.e., H4 is not supported). It means that no 
matter the more deeply FRP between users and brands is felt, it still cannot change how these fans to show their loyalty 
to the brand. This finding is not consistent with Chung et al. (2018b) and Zhou, Su, Zhou, and Zhang (2016) stating that 
when members make more friends in online brand communities, they tend to exchange more values and experiences 
with them, which motivates their commitment to the brand community. Meanwhile, FRP may have a positive impact on 
TRT (i.e., H5 is supported). It means that the higher level of FRP in the fan pages, the higher level of fans’ loyalty to this 
brand. This finding is consistent with Chung et al. (2018b). However, past studies have not directly validated the 
relationship between FRP and TRT. Thus, we can examine their causality through relationship quality, which can be 
measured by TRT, satisfaction, and loyalty (e.g., Crosby, Evans, & Cowles, 1990; Kumar, Scheer, & Steenkamp, 1995; 
Garbarino & Johnson, 1999; Price & Arnould, 1999; Su et al., 2015). Our paper also finds that TRT may have a positive 
impact on BL (i.e., H6 is supported). It means that a higher level of TRT that fans perceive in the Facebook fan pages, 
the more apt fans are to be loyal to the brand. These results are consistent with Chinomona (2011), Afif et al. (2015), and 
Zhou et al. (2012). Based on the results mentioned from H4 to H6, the only way for hotel brands to link FRP to BL is 
TRT. 
As to the post-purchase behavior, we find that BL may positively influence PI (i.e., H7 is supported). It means that a 
loyal fan in this community will often have a higher PI to the brand product. This finding is consistent with Malik et al. 
(2013), Habib and Aslam (2014), and Hameed and Kanwal (2018). Besides, BL also has a positive influence on WOM 
(i.e., H8 is supported). It means that a loyal fan in this community will be more likely to recommend the brand product 
to others. It is consistent with Basri et al. (2015) and Niyomsart and Khamwon (2016). Finally, WOM is expected to 
impact PI (i.e., H9 is supported). It means that a fan willing to recommend the brand product will also have a higher 
intention to purchase in the future. This finding is consistent with Bataineh (2015) and Yusuf (2018). 
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Managerial implications  
The findings of this study point to a number of managerial implications. First, based on the theoretical framework (i.e., 
S-O-R & pull-push forces). INT and ENG refer to pull force and push force, respectively. Brand manufacturers can use 
INT to attract/or pull consumers to visit, and then use ENG to help them stay on fan pages to make friends with other 
members, even be more positively inclined to buy the brand product in the future. Importantly, we confirm the view of 
Brodie et al. (2011), supporting ERG is coming from INT. Since ENG plays a partial mediator role in INT-FRP 
relationship, it encourages brand owners to help users/fans to feel deep self-identification to the brand, thereby 
increasing the probability of developing long-term customer relationships. In a word, in the stage “S” (i.e., stimulus/on-
line behavior stage), the website INT would be the prerequisite factor for the development of FRP in the beginning, 
while fans’ ENG is the determinant factor to the longevity of FRP. 
In the “O” stage (i.e., organism/internalizing behavior stage), it seems that TRT is better than FRP to achieve better 
loyalty to a specific brand. That is TRT is gaining an advantage over FRP in the enhancement of BL. Obviously, nobody 
expects a long-term relationship with a partner that cannot be trusted (Damtew & Pagidimarri, 2013). Thus, brand 
manufacturers must focus on anything affecting TRT in the virtual community, for example, website quality (e.g., Hsu, 
2008), responsiveness (e.g., Ridings, Gefen, & Arinze, 2002), privacy (e.g., Antoniou & Batten, 2011) and security (e.g., 
Bojang, 2017), etc. 
The last stage in the framework is “R” (response/post-purchase behavior stage), the findings, as expected show that 
WOM will help a loyal customer to induce a higher possibility of purchase of the brand product in the following days. 
Thus, brand manufacturers today need to do their best to manage their fan pages well so as to win a fan’s heart and the 
resulting good reputation will ultimately lead that fan and other fans to recommend the brand product as well as 
increasing the intention to purchase. 
This study has several contributions to the literature. As a whole, FRP in the field of social media (i.e., online FRP) has 
been rarely discussed, especially the hospitality industry. In addition, this study makes an attempt to introduce the “S-O-
R” mechanism from consumer behavior into this model to further validate these research hypotheses. Finally, this study 
puts many constructs related to social media marketing into a more comprehensive conceptual model concurrently. From 
this, the findings can widen the researcher’s view of fan pages. 
SUGGESTIONS AND FUTURE WORKS 
Variables substitution and addition: To some degree, the fan pages of a company brand can be also seen as a brand. 
Thus, all brand-related variables can be used in the future, for example, brand image (e.g., Richardson, Dick, & 
Jain,1994; Dobni & Zinkhan 1990), brand knowledge/brand equity (e.g., Barreda, 2014; Park, MacInnis, Priester, 
Eisingerich, & Iacobucci, 2010), brand experience/experiential value (e.g., Dovaliene, Masiulyte, & Piligrimiene, 2015; 
Brakus, Schmitt, & Zarantonello, 2009; Chen & Lin 2015), involvement (e.g., Mandelli, 2008), satisfaction (e.g., 
Hoffman, Novak, & Peralta, 1999; Urban, Sultan, & Qualls, 2000; Jin & Park, 2006), loyalty (e.g., Kim et al., 2015b), 
brand attitude/attachment (e.g., Kim, Spiller, & Hettche, 2015a; Park et al., 2010) and brand love (e.g., Carroll & 
Ahuvia, 2006; Vernuccio, Pagani, Barbarossa, & Pastore, 2015). On the other hand, brand personality has seen heated 
debate in the field of consumer behavior. Consumers thus can extend their own personality by brand (Ahmad & 
Thyagaraj, 2015), such as durable goods (i.e., non-consumables), expensive goods or hedonic products, etc. (e.g., Govers 
& Schoormans, 2005; Kumar, Luthra, & Datta, 2006; Chang, 2014). Thus, future work can focus on brand personality/or 
consumer personality to see how it impacts relationships within the model. 
Comparative analysis: This paper chooses Facebook fan pages of International hotels in Taiwan as our research object. 
However, there are many industries/brands that have their own fan pages on Facebook, for example, Starbucks, Adidas, 
Coca-cola, Toyota, McDonalds, 7-11, and so on. Thus, a comparative analysis with a between-industry perspective is 
necessary. Of course, scholars of great interest in B&B can make another comparative analysis between B&B 
International hotels. 
Transformation of variables’ attributes: In here, we examine 4 mediating effects (e.g., ENG, FRP, TRT, and WOM), 
while INT as an exogenous variable. According to the study of Bucy and Tao (2007), INT can be seen as a mediator as 
well as a moderator. Similarly, ENG (e.g., Greve, 2014; Chung, Chang, & Liao, 2017), TRT (e.g., Chung et al., 2017; 
Chung, Liao, & Chang, 2018a; Triplett & Loh, 2018), FRP (e.g., Schwartz, Dodge, Pettit, & Bates, 2000; Glaser, 
Shelton, & Bree, 2010) and WOM (e.g., Nghia, Thanh, & Bao, 2017) have all been used as moderators at some point 
among extant literature. Thus, the future work can examine changes in their original position.  
Different model settings: By contrast, future works can explore different model settings, for example, (1) the moderating 
effect of ENG on the relationships among INT, TRT, and BL; (2) the moderating effects of BL on the relationships 
between TRT and FRP, while two driven forces (e.g., INT &ENG) influence the TRT-FRP relationship. (3) three 
moderators (e.g., INT, ENG & FRP) in the relationships among TRT, BL, WOM, and PI. 
Other issues: As FRP here is holding the key to the TRT, BL, thereby enhancing the post-purchase constructs (e.g., 
WOM & PI), thus, exploring the factors affecting FRP in the future is required. On the other hand, website quality, 
security, privacy, and responsiveness in the community have attracted lots of attention recently (e.g., Hsu, 2008; Ridings 
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et al., 2002; Antoniou & Batten, 2011; Bojang, 2017). Thus, future work can switch their original position. Thus, new 
topics in the model are expected. 
CONCLUSIONS 
Based on 406 valid fans who have been visited the International hotels in Taiwan, this study aimed to explore the 
relationships among INT, ENG, FRP, TRT, and post-purchase behavior. The empirical findings indicate that (1) ENG 
has a partial mediation effect on the INT-FRP relationship; (2) ENG can influence TRT through FRP; (3) TRT also plays 
a partial mediator role in the relationship between FRP and BL. (4). BL and WOM can influence PI, while BL can also 
influence WOM. Most importantly, the strength of FRP-BL is not significant among other paths shown in this model, 
meaning that FRP without any endorsement from TRT is useless to BL. In other words, what owners of International 
hotels want is nothing but the potential profitability behind a solid and long-term FRP with their customers.  
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